“Apparel Merchandising” –the Unsurpassed Instance of Contemporary Business Communication by Tanvir, Saiful Islam & Hasan, Kamrul
Information and Knowledge Management                                                                                                                                        www.iiste.org 
ISSN 2224-5758 (Paper) ISSN 2224-896X (Online) 
Vol.3, No.7, 2013 
 
1 
“Apparel Merchandising” –the Unsurpassed Instance of 
Contemporary Business Communication 
 
Saiful Islam Tanvir 
1* 
 and  Md. Kamrul Hasan 
2
  
1
 Lecturer and Adviser, Department of  Apparel Manufacturing Management and Technology 
2
 Lecturer, Department of Apparel Manufacturing Management and Technology 
Shanto-Mariam University of Creative Technology, Uttara, Dhaka-1230, Bangladesh 
*
Correspondence: House: 42, (5-A), Road: 04, Sector: 13, Uttara, Dhaka-1230, Bangladesh 
E-mail: tanvir.saiful@gmail.com 
 
Abstract 
This intangible manuscript aspires to present a research archetype for International Business Communication 
into Apparel Merchandising, research with special reference to the scenario of Bangladesh Apparel Industries. 
To widen a prototype, international business communication first is defined, and the opportunities of Bangladesh 
Apparel Industries as well as Merchandising face in international business are described, as are the methods used 
to deal with obstacles and foster better global management and intercultural communication. The key issue of 
emergent Communication Model is emphasized. To systematize international business communication research 
with reference to Bangladesh Apparel Merchandising, a research schema is accessible involving study of: correct 
custom of English, the connotations of international business communication terms, and the relationship of 
English as an international business language to its diverse users. The conducting theories in this research will 
come from Modern and International aspects. Proper Communication will be the mediator of globalization, and 
Bangladesh apparel Merchandising must accept this authenticity and covenant with it. So far, they have not yet 
developed a satisfactory way of doing so. However, appropriate methodologies are available, as presented in the 
manuscript. Bangladesh apparel Industries have delayed behind European and US companies in coping with the 
communication problems encouraged by the globalization. This manuscript sets out a methodology for 
developing the research needed to acquire practical steps to solve the problem. The manuscript offers a model of 
ways to standardize international business communication research so that Apparel Merchandising can develop 
ways of coping with the communication problems of globalization. 
Key Words: Apparel, Apparel Merchandising, Apparel Industry, Communication, Contemporary Business 
Communication and International Understanding.   
 
1. Introduction  
Business Communication has a unique challenge in case of Apparel Merchandising because this phase faces a lot 
of demand uncertainly depending on trends like fashion and consumer preferences. With the help of innovative 
techniques of communication which would make impact on product variety, management of production systems, 
forecasting and inventory management, the apparel merchandising can meet its supply chain demands for both 
volatile and non-volatile goods. Systematic business communication management or process comes into 
prominence when these companies have to distribute their products either to the retailers or directly to the 
consumers or buyers (local or foreign). Without an interface of International understanding of Business 
communication, Apparel Merchandising may fall as missing of global value chain which is mismatched the 
relationship concept between the buyers and manufacturer. 
 
2. Clarities 
Apparel: Apparel or Garment is an item of clothing that is worn to people to wrap their bare or unprotected 
bodies. It can also be entitled attire, a cloth, a dress or garment.  
Merchandise: The word “Merchandise” refers as the product engaged in buying and selling in merchandising. 
Merchandise is in general such kind of product which is selling out or dealing with the foreign buyers. Apparel 
or Garment is one of the best examples of Merchandise.  
Apparel Merchandise: The Apparel Merchandise is the apparel or garments or clothing that is sold out to the 
foreign buyer (in abroad basically) by the manufacturer or merchandiser in the process of merchandising.  
Apparel Merchandising: The term “Apparel Merchandising” is the process of dealing with any product from its 
sales confirmation, design analysis, raw material sourcing, production and quality control and shipment 
arrangement to the customer in a specific time frame as per contact. This department is the heart of any business 
organization. Apparel merchandising usually means planning, development and presentation of merchandise 
(product or product line) for a target market in respect of prices, assortment, timing, styling etc. Merchandising 
department is the fundamental center for coordinating development of merchandise, its design, and realization of 
design and up to delivery of the merchandise to the customer.  
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Merchandiser: Merchandiser is the individual or person who involves with the process of Merchandising and 
making relevant business communication or correspondent with the buyers.  
Business Communication: Business Communication is fundamentally the sharing of information and the 
required business aspects between people within an enterprise that is performed for the commercial benefit of 
the organization. In addition, the business communication can also pass on to how a company contributes 
to information to promote its product or services to the potential consumers. 
 
3. Significance 
Apparel or Garment Merchandising is the viaduct made by convinced business communication to run the 
Apparel Industry Business smoothly. The apparel industry of Bangladesh has been the key export division and a 
main source of foreign exchange for the last 25 years. The industry provides employment to about 3 million 
workers of whom 90% are women. This sector is entirely export oriented and is composed of over 5000 units - 
most working for international buyers, some owned by international companies. Most of the garment units are 
clustered in industrial areas and Export Processing Zones (EPZs) in and around Dhaka. In 1978 the Bangladesh 
government set up EPZs to attract foreign capital and earn export dollars. In 2012 the Bangladesh Export 
Processing Zone Authority (BEPZA) was set up and a blanket ban on trade union activity imposed. The EPZs 
now employ 70,000 workers, mostly in the garment and shoe-making industries (though most of the garment 
industry exists outside the EPZs) under apparel Merchandising Processing Unit. [1] [2] 
Apparel Merchandising is basically divided into three segments: 
• Woven and Denim 
• Fine Knits and Heavy Knits (Sweater) 
• Non Woven 
Diagram 1: Basic Communication Model in Apparel Merchandising 
 
 
 
 
 
 
4. Decisive Literature Review 
4.1 Scrutiny of Communication 
The Communication shortcomings of employees and the importance of communication in business explain why 
you should work to improve your communication skills. Whatever position you have in business, your 
performance will be judged largely by whatever position you have in business, your performance will be judged 
largely by your ability to communicate. If you perform (and communicate) well, you are likely to be rewarded 
with advancement [3]. So from the bottom level to mediocre and then top level of management in apparel 
merchandising are always busy with the required communication with the buyers and also their suppliers. The 
majority of time a manager spends applying the functions of management is spent communicating with others 
via memo, speaking, listening, or use of the computer [4]. On this occasion the apparel merchandising is the best 
example for the business communication which is contemporary and that is the email communication with the 
foreign buyers all the time during the order dealing or development or production period. The success of the 
communication will depend to a great extent upon how well you adapt to that person. Talking loudly and 
repeating everything does not necessarily improve the communication [5]. As per the dealing with foreign 
personal merchandising always stay calm through their medium like e-communication or direct meeting or over 
phone and taking their successive responds under the target business.      
4.2 Scrutiny of Merchandising 
The first words of your message also have a major need to gain attention. The reader must be moved to read on. 
What you do here is a part of your creative effort. But the method you use should assist in presenting the sales 
message [6]. This way is very common for the apparel merchandiser because they basically do their first 
impressive communication through profile sending to the foreign buyers and try to ensure them the future 
business obviously will be up to the mark. Determining how and where to manufacturing apparel product has to 
become a major concern for most companies. A good sourcing executive must have a working knowledge of 
manufacturing processes, quality assurance procedures, garment costing, product development, government 
Global Market Arena  
Buyers (Foreign or Local) Manufacturers Suppliers (Foreign or Local) 
Consumers or Customers 
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quota and important legislation, international cultural and business practices, and international communications 
[7]. Sourcing can only be success in those cases where communication is successfully done and it may be 
completed percent.  
4.3 Scrutiny of Global Prospect 
One of the simplest principles is the customer-supplier relationship (AT&T, 1988). This relationship should be 
viewed from two perspectives – external and internal. To delight the external customer, there must be harmony 
among all internal process steps, so that everyone is treated as internal customer and supplier [8]. So the 
harmony of relationship is directly motivated by the right way of business communication which is must be 
needed in Apparel Merchandising. The information technology (IT) revolution is having a broad impact on 
industries and this has important strategic implications [9]. E-Communication means again business 
communication is the fundamental issue here. Buyers are seeking their expected manufacturer through e-
commerce and communicating with then and finalizing the order up to the mark. So without communication 
(through electric medium) it could be very vital to rectify or manage the business for both of them. Area of most 
promise could be a unit or department with a cooperative supervisor, where production is down, absenteeism in 
up, or where quality is a current concern [10]. As we know cooperation is one of the finest concerns in terms of 
business communication. So the proper communication, by which proper understanding, can only ensure the 
desire quality and higher productivity. 
 
5. Apparel Merchandising according to Communications 
Apparel merchandising is a critical function in every fashion business through international communication. It 
determines for an apparel company every season’s direction, look, range, lines and offerings. Apparel 
merchandisers study and interpret forecasts and trends to decide colors, textures, fabrics, silhouettes, 
embellishments, accessories, and, soon, which are then creatively translated by designers into alluring wearable 
products. Apparel merchandisers are also responsible for product development, taking the company into newer 
realms of fashion offerings. They interact with buyers with an effective communication and promote the 
company’s offerings. Without doubt, the success of any apparel business owes itself as much to the brilliance 
and competence of its merchandising function. Successful apparel merchandising as well as communication 
inspires consumers to see the possibilities in their products. An apparel merchandiser’s job is to connect fashion 
products with buyers through right skill and step of communication. Apparel merchandising sits at the 
intersection of fashion and business. 
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Diagram 2: The stepladder of apparel merchandising through inside and outside business communication 
 
 
6. Contained by Communication Segment in Apparel Merchandising 
Apparel merchandisers possess a passion for fashion, intuitive flair for judging environmental trends, uncanny 
ability to anticipate consumer demand qualitatively, and creative imagination to envision products, strong 
communications skills to convey direction and look. If these qualities are your characteristics, then you may be 
cut for a promising fashion merchandising career.   
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Diagram 3: Areas of apparel merchandising where business communication is exposed 
 
A stated reduction from an original or regular price is a common form of price promotion. However, The 
strategy is legitimate only if the promoted items are offered at regular price for a sufficient period of time. That 
‘sufficient period of time’ varies by the communication only [11]. The apparel business communication in 
general relates the following:   
• Business environment and appreciated opportunities  
• Frequent fashion change 
• Complex channels of distribution and sales 
• Growing complexity of line and product development 
• Increasing emphasis on Quick Response relationship between buyer-vendor-customer. 
 
 7. Elements of Apparel Business Management 
This communication will help the prospective apparel merchandisers to understand the fashion business and 
management in which they have to function, so that they can become successful merchandisers.  
 
 
 
Figure 1: Negotiation (through communication) process and Relational / Transactional Orientation in Buyer 
(Retail) Seller (Supplier) Relationship within the Network in Clothing and Textiles [12] 
 
This move will provide consumers with an opportunity to expand their understanding of the various nuances of 
the fashion business environment, basic management principles, managing finances & human resources. The 
perfect communication aims to develop the behavioral skills in the fields of verbal expression, active listening, 
appropriate body language, written analysis and visual presentation in the current multicultural commercial 
environment. It also aims to develop computing skills in the fields of computer aided documentation and 
presentation in current business environment and to make buyers or consumers familiarize with basic 
applications in graphic software for visual communications in various medium/sources/ways. 
  
Areas of Merchandising  
Planning and Control Market Knowledge Product Development 
Material Management Production Consent Sourcing Strategy 
Interface with Transaction Interface with Manufacturing 
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8. Advanced Merchandising based on Contemporary Communication 
Apparel Merchandising is a comprehensive 
products to the consumer. It covers a broad range of activities including product, trend, consumer and market 
research, product development, coordination of manufacturing and marketing, prici
selling. The merchandiser has to develop a broad base of skills and knowledge related to product sourcing, new 
product development and an overview and understanding of both the macro and micro aspects of the global and 
local markets in which the business activities take place under the obligation of Contemporary Business 
Communication. 
Figure 2: International Business Communication Paradigm and Corporate communication Model [13]
 
9. Communication Consequence the Apparel Suppl
The supply chain stimulates apparel industry and apparel merchandising to manage their various activities under 
a new paradigm of business communication under supply chain management. Increasing market competition 
forces apparel companies become efficient in managing their supply chain by reducing inventory, yet maintain 
the super-responsiveness to volatile market demand. Effective supply chain management, cutting across 
functional silos and organizations boundaries have provided integrated soluti
Diagram 4: Basic Diagram for Supply Chain in Garment Industry under Communication Paradigm 
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10. Communication Needed Zone in Apparel Merchandising 
The study of the relation between apparel retailer and subjects operating at the various stages of the textiles / 
apparel pipeline can be addressed by proposing a reading of this interaction that draws on the concepts of 
communication approaches (styles and strategies) such as:  
• Business development (Primary to regular).  
• Apparel marketing and forecasting. 
• Design or Product development. 
• Communicating and corresponding with buyers and suppliers. 
• Due to time constrains, need to be more serious about the lead time. 
• Complete planning (Including time and action plan). 
• Sourcing of raw-materials and managing. 
• Negotiating with all of the respective. 
• Sample development and approval. 
• Pricing, scheduling and supervision. 
• Monitoring the order as well as production. 
• Responsibilities and accountabilities based on documentations. 
• Commercial aspects. 
• Order dealing and controlling properly. 
• Inventory, booking and procurement. 
• Quality assuring through controlling team. 
• Reporting to all of the respective as per needed. 
• Monitoring entire departments all the time like pattern, marker, CAD/CAM, cutting, sewing, printing, 
embroidery, washing, testing, finishing, shipment etc.  
• Product finalization and do ready to ship out. 
• Inspection and sorting. 
• Shipping and vessel scheduling, loading and conforming sailing date. 
• Post shipment analysis, reporting to the authority and payment release from buyers. 
• Keeping and maintaining the order records for further or repeat order.  
• New order development or processing.    
11. Communication Styles Versus Strategies and Buyer-seller Relationship in Merchandising  
 
In a Business like Apparel Merchandising, to business setting the buyer-supplier relationship finds one of its 
greatest expressions in communicating activities, which contribute to giving content to the history of the 
interaction and endowing its fundamental characters with meaning.  Communication is a naturally significant 
component of this interaction, as is known from case analyses of buyer-supplier relations that have long been 
available in business-to-business marketing. The  theme of communication can be examined  from various 
different perspectives, among which  two are of special  importance, namely  the question of management of  
information and  that of  the knowledge that  the  buyer  and  the  supplier  each  acquire  concerning  the  other  
player  and  more  generally concerning  the market [14].  
 
Figure 3: The relation between communication styles and negotiation strategies [15] 
 
As a consequence  the  extent  of  equilibrium  and  information  transfer  in  the  context  of the relation become 
important in forming judgments and play a role in choice of certain forms of behavior. Moreover,  the  interplay  
between  communication and  relation  can  take  on  extremely  rich  connotations, one  can  distinguish  state  
variables  and  control  variables,  the  former  being linked to aspects of a system that are not subject to short 
term choices, while the latter are dependent on choices made by  the subject who performs  the  task of 
controlling  the system  in  terms of value or modes of operation.  
Communication – Factors need to consider in apparel Merchandising 
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a) Cost 
b) Capacity 
c) Minimum Order Quantity 
d) Infrastructure 
e) Political and Economic Environment 
f) Equipments 
g) Staff Skill 
h) Distance 
i) Lead Time 
j) Quality 
 
12. Methodology 
In this explore, Qualitative Scheme has been used. In the Qualitative Method we can come across out how 
people feel or what they consider about a particular problem, which are very relevant in this explore. Mainly the 
Descriptive Explore approach has been used but in the exploratory phase of the research, in-depth interviews 
have been conducted with the Buyers / Suppliers / Manufacturers (as well as Owners) and the relevant bodies 
and association in order to obtain the influential variables and to get a clear perspective of Apparel Business 
Communication and Merchandising Management in the apparel sector. 
The investigation of this explore is stand on Secondary Data specially, together with online databases, digital 
libraries, boos, journals, conference papers, etc. Far-reaching Business Communication of Bangladesh Apparel 
Industry study papers of academicians and practitioners are progressed from distinguished international journals, 
namely International Journal of Marketing Studies (Canada) Business and Management (Canada), SAGE Journal 
of Clothing Technology, PROQUEST, IJSCM, IEEE, ACM, JSTOR, EMERALD, Science Direct, etc. The 
relevance of Apparel Merchandising and the Contemporary Business Communication on Apparel Industry was 
developed based on the scrutiny of literature. 
 
13. Conclusion 
Apparel Merchandising is one of the prevalent operational business linkages in Bangladesh as well as all over 
the world now a day. Its accomplishment influences positively and directly by the appropriate feed of business 
communication. Each and every steps of apparel merchandising like profiling or new order development to 
shipment then payment release is derived as a significant endeavor of outstanding and victorious business 
communication. Manufacturer communicates with the buyer or unswervingly to the consumer to establish their 
certain goal means the ultimate product like apparel or garment satisfactory through numerous positions of 
employees into their both institutions. The manufacturers or the employees under the companies are also 
communicating with their individual suppliers to finalize the order as well as end product. So during apparel 
merchandising, if we noticeably scrutinize then we effortlessly can find out that there are two customs of 
communication are working here such as Intra and Inter business communication. Sometimes it relates buyer to 
manufacturer, sometimes manufacturer to supplier and most of the time within each and everyone engaged with 
the business. As an award, Apparel Sector is the number one sector in Bangladesh and the Apparel 
Merchandising is the most anticipated job for this generation. Globally it steps a lot; statically we all know. So 
based on the study of this Manuscript it can articulate undoubtedly that the “Apparel Merchandising”- is the 
Unsurpassed Instance of Contemporary Business Communication.       
 
References 
[1] Market Access guide to the New and Emerging Market for Bangladesh Woven garments Manufacturers and 
Exporters, BGMEA Publications, BGMEA and gtz, Only Edition  
[2] 6
th
 Bangladesh Knitwear Exhibition Knit Exposition 2012, 25-27 January, 2012, Introducing Bangladesh 
Knitwear to Japan and Beyond, BKMEA publications  
[3] Raymond V. Lesikar, Marie E. Flatley and Kathryn Rentz; Business Communication - Making Connections 
in a Digital Worlld; McGraw-Hil and Irwin 2008-2009, 11
th
 Edition, ISBN: 978-0-07-110128-8, Page 03 
[4] Steven J. Skinner and John M. Ivancevich, Business for the 21
st
 Century, IRWIN 2007-2008, ISBN: 0-256-
09222-2, Page 245 
[5] Linda Beamer and Iris Varner, Intercultural Communication in The Global Workplace, 2
nd
 edition, McGraw-
Hill and Irwin, ISBN: 0-07-239690-3, Page 51 
[6] Raymond V. Lesikar, Marie E. Flatley and Kathryn Rentz; Business Communication - Making Connections 
in a Digital Worlld; McGraw-Hil and Irwin 2008-2009, 11
th
 Edition, ISBN: 978-0-07-110128-8, Page 215 
[7] Jermy A. Rosenau and David Wilson, Apparel Merchandising – The Line Starst Here, Fairchild Publications, 
Inc., New York, Copyright © 2001, ISBN: 1-56367-198-0, Page: 48 
Information and Knowledge Management                                                                                                                                        www.iiste.org 
ISSN 2224-5758 (Paper) ISSN 2224-896X (Online) 
Vol.3, No.7, 2013 
 
9 
[8] Paveen S. Goel, Praveen Gupta, Rajeev Jain and Rajesh K. Tyagi, Six Sigma for Transactions and Service, 
Copyright © 2005 by McGraw-Hill, ISBN: 0-07-144330-4, Page 474     
[9] Gregory G. Dess and G. T. Lumpkin, Strategic Management Creating Competitive Advantages, McGraw-
Hill and Irwin, ISBN: 0-07-250917-1, International Edition ISBN: 0-07-115106-0, Page 261 
[10] Elizabeth A. Smith, The Productivity Manual, 2
nd
 Edition, GULF, Copyright © 1990, 1995, ISBN: 0-88415-
652-4, Page 202 
[11] John Donnellan, Merchandise Buying and Management, Fairchild Publications, New York, Copyright © 
1996, ISBN: 1-56367-052-6, Page: 396 
[12] Nancy J. Miller, Terry L. Besser and Sandra Sattler Weber, Networking as Marketing Strategy: A Case 
Study of Small Community Businesses, Qualitative Market Research: An International Journal, DOI: 
10.1108/13522751011053626, ISSN: 1352-2752  
[13] A research paradigm for international business communication", 2005, Corporate Communications: An 
International Journal, Vol. 10 Iss: 2, pp.168 – 182, Naoki Kameda, DOI: 0.1108/13563280510596970 
[14] Jermy A. Rosenau and David Wilson, Apparel Merchandising – The Line Starst Here, Fairchild 
Publications, Inc., New York, Copyright © 2001, ISBN: 1-56367-198-0, Page: 97 
[15] Raymond V. Lesikar, Marie E. Flatley and Kathryn Rentz; Business Communication - Making Connections 
in a Digital Worlld; McGraw-Hil and Irwin 2008-2009, 11
th
 Edition, ISBN: 978-0-07-110128-8, Page 138 
[16] Ron Masson, Laura Iosif, Grant MacKerron and June Fernie, Managing Complexity in Agile Global 
Fashion Industry Supply Chains; Vol. 18, Iss: 2, DOI: 10.1108/09574090710816959 
[17] http://mbathesispapers.blogspot.com/2011/10/internship-report-on-application-of.html 
[18] Mohammad Ali and Dr. Md Mamun Habib; Supply Chain Management of Textile Industry: A Case Study 
on Bangladesh; International Journal of Supply Chain Management; Vol. 1, No. 2, September 2012; ISSN: 2050-
7399 (Online), 2051-3771 (Print) 
[19] Margaret Bruce, Lucy daly and Neil Towers; Lean or Agile: A Solution for Supply Chain Management in 
the Textile and Clothing Industry?; Vol. 24, Iss: 2; DOI: 10.1108/01443570410514867 
[20] Anni-Kaisa Kahkonen, Katrina Lintukangas, Veli Matti Virolainen; The Effects of e-Business on Supply 
Management; An International Journal of operations and Supply Chain Management; ISSN: 1979-3561, EISSN: 
1979-3871 
[21] Apparel assignment Point and the Analyzing; http://www.assignmentpoint.com/science/textile/term-paper-
on-delta-composite-knitting-industries-limited.html 
[22] Apparel Information and Fashion Marketing through Merchandising; Regular Blog on Apparel Progress and 
Merchandising Analysis all over the World through Present Scenario and Prospect (Apparel School), 
http://www.lawyersnjurists.com/articles-reports-journals/garments-and-textile/general-review-merchandising-
knit-garment-sectors-bangladesh/ 
[23] Wahida Shahan Tinne, 2011, “Factors Affecting Impulse Buying Behavior of Consumers at Superstores in 
Bangladesh” ASA University Review, Vol. 5 No. 1 page 209-220 
[24] http://www.asaub.edu.bd/asaub_review.php#criteria7 
[25] Mohammed Ziaul Haider, 2007, “Competitiveness of the Bangladesh ready-made garment industry in major 
international markets” ASIA-PACIFIC TRADE AND  INVESTMENT  REVIEW, Vol. 3, No. 1, United Nations 
publication, ISBN: 978-92-1-120519-0, ISSN: 1815-8897 
[26] Muzammil Hani, Sehrish Hafeez, Adnan Riaz, 2010, “Factors Affecting Customer Satisfaction” 
International Research Journal of Finance and Economics, Issue 60 (2010), ISSN 1450-2887 page 44-52 
 
  
This academic article was published by The International Institute for Science, 
Technology and Education (IISTE).  The IISTE is a pioneer in the Open Access 
Publishing service based in the U.S. and Europe.  The aim of the institute is 
Accelerating Global Knowledge Sharing. 
 
More information about the publisher can be found in the IISTE’s homepage:  
http://www.iiste.org 
 
CALL FOR PAPERS 
The IISTE is currently hosting more than 30 peer-reviewed academic journals and 
collaborating with academic institutions around the world.  There’s no deadline for 
submission.  Prospective authors of IISTE journals can find the submission 
instruction on the following page: http://www.iiste.org/Journals/ 
The IISTE editorial team promises to the review and publish all the qualified 
submissions in a fast manner. All the journals articles are available online to the 
readers all over the world without financial, legal, or technical barriers other than 
those inseparable from gaining access to the internet itself. Printed version of the 
journals is also available upon request of readers and authors.  
IISTE Knowledge Sharing Partners 
EBSCO, Index Copernicus, Ulrich's Periodicals Directory, JournalTOCS, PKP Open 
Archives Harvester, Bielefeld Academic Search Engine, Elektronische 
Zeitschriftenbibliothek EZB, Open J-Gate, OCLC WorldCat, Universe Digtial 
Library , NewJour, Google Scholar 
 
 
